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THE GREENING OF AMERICAN FASHION 


Green, the verdant 
shade in the color 
palette used to be just 
that — acolor. But 
the 90s has endowed 
green with a larger 
meaning — environ- 
mental consciousness. 





MARK HEISTER 


erhaps it was inevitable that 
- after the self-gratification of 

the ’80s and the economic 
downward spiral that began at the 
end of the decade, the public would 
yearn for a “kinder, gentler” lifestyle 
in the 90s. The evolution of the con- 
sumer “conscience” was also accelerat- 
ed by the breakdown of communism 
in Eastern Europe and the Gulf War, 
both of which effected a new American 
attitude. Causes that were previously 
espoused by the outer fringes, rapidly 
became mainstream issues. The 
middle class picked up the 


Ithough generally considered 
A a season for risk taking, this 

year’s Resort collections don’t 
stray far from the classics. Slender 
silhouettes in traditional fabrics 


make up most of the collections with 
pieces reminiscent of the 30s and 40s. 


MARK HEISTER*® presents a number 
of classic suits and dresses in four- 
ply silk crepe. Shapely silhouettes 
glide over the body, as slender skirts 
range in length from 19 to 34 inches. 
Colors are deep and sophisticated in 
navy, violet, beige, and taupe. The 
A-line looks crisp and flirty in a 
navy and white Swiss waffle pique 
group. 


TRACY REESE FOR MAGASCHONI, 
uses two-ply silk crepe in marine 

blue, robin’s egg, crimson, ecru. buff, 
and mahogany. Her bodies are sim- 


RESORT GOES CLASSIC 


banner for environmentalism. At 
school, protecting the environment 
and endangered species went on the 
curriculum and children all over 
America became sensitive to the 
long-term danger of neglecting the 
earth. Junior, in turn, went home 
and asked mom and dad concerned 
questions about pollution and waste. 
. .and, of course, recycling. This con- 
sumer shift didn’t go unnoticed for 
long. Studies were undertaken to 
determine whether this was a fad ora 
long-term trend. A Roper Poll (con- 


continued on page 2 






ple, yet whimsical, such as the three- 
button “girl friend jacket” with self- 
tieing cord that winds around the 
waist. Paired with a pleated short 
flippy skirt or full-legged trouser, the 
look is original. Other groups in- 
clude a patchwork and stripe print 
that mix and match together, and a 
celestial print in silk dupioni. 


A menswear inspired-group from 
HINO AND MALEE, in featherweight 
wool gabardine, incorporates a variety 
of unusual jackets, such as a fly-front 
notch collar jacket with double lapel. 
The menswear tweed is in grey, spec- 
kled with red; navy, pale sage, and 
powdered peach are also available. 
A lighter group consists of crisp 
white cotton eyelet worn over cotton/ 
Lycra separates in black or white. 


continued on page 2 


The Greening of American Fashion continued 

ducted in 1989) documented that a 
significant number of respondents 
were willing to pay more if they felt 
that a particular brand of merchan- 
dise was environmentally correct. It 
did not take long for this information 
to trickle down to manufacturers, 
retailers and marketing firms. . .and 
the “Green Revolution” was born. 
This revolution has recently been 
fueled by a new poll taken by Adver- 
tising Age which asked 1,004 adults 
to rate brands and marketers on 
environmental concerns. When 
asked “which company comes to 
mind as being most environmentally 
responsible in its behavior,” 57% 
answered “don’t know,” and 8% 
replied “none.” However, respon- 
dents were clear in their wishes — 
85% felt that American firms should 
do more to become environmentally 
responsible; some 60% were 

more likely to purchase merchandise 
because of environmentally friendly 
claims than they were three years ago! 


This “greening” of America has had 
a decided impact on apparel retailers 
and manufacturers. In New York 
alone, there are a myriad of stores 
that offer environmentally correct 
products. These include J. Morgan 
Puett’s, which features hand-dyed 
women’s clothing from natural fab- 
rics, and Terra Verde Trading Co. 
which describes itself as an “ecologi- 
cal department store.” About to open 
this Fall is another “green” store, 
called Felissimo. Located in mid- 
town Manhattan, it will showcase 
home furnishings, and will include a 
room where customers can read 
books about the world’s eco-concerns. 
And, the message is even spreading 
to mass merchants. Wal-Mart Inc., 
one of the most successful American 
retailers, is currently in the process of 
developing a prototype store that will 
conserve energy and incorporate 
recycling. 


At the other end of the spectrum, tex- 
tile producers are recognizing the 
burgeoning demand for “green” fab- 
rics. In a recent issue of Fabric & 
Fashion, Virginia Stiles comments on 
the effect such environmental con- 
cerns have had on the cotton indus- 
try. noting that Texas is the only state 


so far that has a certification pro- 
gram for organic cotton. Brent 
Wiseman, of the Texas Department 
of Agriculture, and coordinator for 
organic cotton, states in the same 
article: “The demand for the product 
is enormous. We're getting calls from 
mills all over the world and we can't 
even fill the needs of the domestic 
market.” Dixie Yarns’ recently 
launched “Earthwise” fabric line, not 
only supports the demand for natural 
cotton, but is an example of a com- 
pany reaching back to the past to 
meet the overwhelming need for 
natural materials and methods. 
Earthwise uses a centuries-old pro- 
cess of dyeing cotton via natural 
colorants. According to the com- 
pany’s chairman and CEO, Dan 
Frierson, the response to the new line 
“has been very encouraging.’ Dixie 
client, J.P. Stevens, will incorporate 
the natural fabric in its Utica brand 
of towels, sheets, and pillowcases. 
Jantzen, another client, is featuring 
Earthwise in their sweater collec- 
tions; while Earthwise also plays a 
role in Esprit’s new Ecollection. 
“Dixie Yarns has made a significant 
breakthrough with this product line,” 
comments Ecollection’s head design- 
er, Lynda Grose. “The development 


“Resort Goes Classic” continued 

AUGUSTUS creates several looks 
for the season, many evoke a Safari 
influence. In 100% silk twill, a 
double-breasted Safari jacket has a 
mannish appeal paired with a classic 
cuffed trouser, in coffee or black. 
Lighter versions are in a viscose/ 
linen blend, sage or tan, such as the 
Safari dress — sleeveless and slen- 
derizing with a wide self-belt. 
Feminine prints come into play in 
tropical patterns of 100% silk geor- 
gette and crepe de chine, made into 
long slim skirts, draped sarongs, and 
ruffled wrap dresses. 


MIKE KORWIN’s dresses and suits 
are a rainbow of bright colors. A 
gold-tasseled crop jacket and skirt 
both have fringed hems, in electric 
blue or watermelon red. And, asym- 
metric buttons provide the detail for 
his bright orange wool/rayon jacket, 
paired with matching skirt. 


continued on page 6 


of Earthwise has enabled us to 
expand the elements of Ecollection.” 
This year, Esprit is committed to 
buying 230,000 pounds of domes- 
tically grown, organic cotton for its 
other collections. Their Ecollection 
line, which will be sold in 35 coun- 
tries, not only incorporates these fab- 
rics, but uses low impact dyes to cut 
down on waste and water consump- 
tion. Other “green” Ecollection 
accents include buttons made from 
rain forest nuts. 


Wearable Integrity, California-based 
like Esprit, is another eco-friendly 
collection which debuted this year. 
Barbara Lesser, designer for this con- 
temporary sportswear line explains 
the concept behind it: “Wearable 
Integrity is a casual sportswear col- 
lection grounded in environmental 
integrity. Forget the anti-fashion 
activist image. The ‘green’ consumer 
of the 90s is progressive, demanding, 
and fashionable.” The company’s 
VP of Marketing, Glenna Wiseman 
adds, “We're aiming at that key group 
of ‘green’ consumers. . .the 20% of 
savvy Americans who use their 
buying clout to encourage global 
change.” The collection is made 
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DESIGNER FOCUS. . . 


FLYTE OSTELL 


The English designer duo, Flyte 

and Ostell, are each talents in their 
own right. Ellis Flyte’s designs, 
under her own label, have appeared 
on the cover of British Vogue. She 
has also created costumes for a num- 
ber of films, TV and theatre produc- 
tions. Richard Ostell, too, has made 
his presence felt — initially, with a 
collection of dressy daywear, fol- 
lowed by a stint in Milan as a design 
assistant to Romeo Gigli. Friends 
for many years, they launched their 
design partnership last year, and 
have already received acclaim from 
both English and American retailers 
and media. Earlier this year, Bergdorf 
Goodman entered into an exclusive 
contract with Flyte Ostell, and 
devoted several window displays (in 
their Manhattan flagship store) to 
their designs. With regard to the 
apparent success of her partnership 
with Ostell, Flyte comments, “It’s get- 
ting easier and eaiser. . you've got 
someone to discuss issues with and 
bounce ideas off of — rather than 
always having to do everything your- 
self.” Adds Ostell, “We're so in tune 
with each other when we design col- 
lections.” And, according to Flyte, 
these collaborative collections are a 
surprise to the American market: “I 
think that Americans think of English 
(clothes) as being tweedy, wooly, or 
as wacky street fashions, so they're 
surprised at our designs. . .they think 
of our look as being American in lots 
of ways.” This “American” look is 
carried forward to their Resort collec- 
tion, which represents the third col- 
lection for Flyte Ostell. “Out of all 
the collections we've done so far, 
we're happiest with Resort. It’s exac- 
tly what we want to do (in design) — 
pure, modern, simplicity,” states 
Ostell. Additionally, Flyte says, “The 
collections progress and overlap. If 
you buy something from Spring/ 
Summer, then you can buy someth- 
ing in six months. . .a year later, and 
you can definitely coordinate them.” 


The mood for Resort is a combina- 





tion of architectural silhouettes and 
soft elegant fluidity. It is form- 
flattering clothing for women of all 
ages! Linen is a key fabrication 
throughout, from lightweight and 
heavy versions to stretch, gauze, and 
showerproof linen. Also featured are 
satin, crepe, mousseline, open lace, 
net lace, and organza in neutral 
colors, such as sand, white, navy, and 
black. Yellow is used as an accent 
color. Highlights include an over- 
sized trench coat in sand (waxed) 
water-resistent linen, which tops a 
capacious and mannish white linen 
shirt paired with matching stretch 
linen capri pants. A midcalf sarong 
skirt in mousseline makes a cool 
statement when teamed with a 
matching tank top. The “Nehru” 
jacket, in heavyweight linen, looks 
especially good in navy when layered 
over white linen easy pants (with 
elasticized waist), and an airy white 
linen vest. A silk crepe de chine 
wrap dress, with cap sleeves and 
side-tie, that falls to the ankle in an 
unstructured fashion, is also featured 
in silk mousseline (this time with 
sleeves), designed to be worn over the 
sarong skirt. For drama—look for 
the black linen gauze kimono which 
slips over a yellow fitted linen dress, 
or the one-shouldered ankle grazing 
wrap dress in linen or crepe. Eve- 
nings also offer simplicity with a 
scoop neck, slinky ankle length bias- 
cut satin dress, with over-long sleeves, 
or a sleeveless long white T-shirt 
dress worn under a cream lace 
guipure thigh length vest. 


Wholesale: $100 - $330 

c/o Markham/Novell Communications 
211 East 43rd Street 

New York, NY 10017 

(212) 687-1765 

or 

18C Parliament Hill, Hampstead 
London, UK NW3 2TU 
011-44-71-284-2273 


“Resort Goes Classic” continued 

A collection of several jackets and 
skirts, as well as pants (a classic 
trouser and a paperbag waist), from 
DATTILO*%, have a decidedly 
European flair. All the fabrics, 
exclusively designed in Italy, are sub- 
tle yet intricate, and can be made up 
in any of the silhouettes shown in the 
line. A coral viscose group works 
well with a coordinating print in silk 
separates, or can be toned down 
when worn with taupe. 


ZONDA NELLIS DESIGN* and 
NIKOS HANDWOVEN* collections 
offer unusual handwoven designs 
with unique textural interest. The 
former uses leather, suede, Lurex, 
and chenille with her rayon/cotton 
yarns for easy two and three-piece 
dressing. A cream and black group 
comes in a variety of weaves and 
bodies including jackets, tops, skirts, 
and pants. Nikos Mikalis, designer 
for Nikos Handwoven, incorporates 
woven silk, sueded rayon, and micro- 
fiber into his yarns, as well as 
offering separates made up of these 
fabrics. Silk charmeuse is woven 
into a shawl collar jacket, then used 
alone as a trim, and finally made 
into a skirt. 


*These manufacturers are members 
of Designers at the Drake. 
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INTERNATIONAL 
DATELINE. . . 


SEPT. 11-15 MILAN 


MODIT/MILANOVENDEMODA 


SEPT. 11-15 MAHON, SPAIN 
SEBIME (Costume Jewelry) 

SEPT. 11-15 MILAN 
SPOSAITALIA (Bridalwear) ; 
SEPT. 12-15 NEW YORK 
NATIONAL MERCHANDISE SHOW 
SEPT. 12-14 BOLOGNA 
MICAM MODACALZATURA (Footwear) 
SEPT. 13-15 LONDON 
THE LONDON SHOW (Womenswear) 
SEPT. 14-15 TORONTO 
CANADIAN DESIGNER COLLECTIONS 
SEPT. 15-18 ATLANTA 
THE BOBBIN SHOW 

SEPT. 15-17 LILLE, FRANCE 
INDIGO (Textile/Yarns) 

SEPT. 18-22 MADRID 
BISUTEX (Costume Jewelry) 

SEPT. 18-21 DUSSELDORF 
GDS (Intl. Footwear Fair) 

SEPT. 19-22 DALLAS 
MEN’S & BOYS’ MARKET 

SEPT. 19-23 PARIS 
PARITEX (Home Furnishings/Textiles) 
SEPT. 20-22 ATLANTA 
MEN’S & BOYS’ MARKET 

SEPT. 20-22 NEW YORK 


CANADA MODE (Womenswear from Canada) 


SEPT. 20-22 NEW YORK 
DONNA MODA (Womenswear from Italy) 


SEPT. 20-22 NEW YORK 
FASHION COTERIE (Spring Womenswear) 


Contributors: Bridget Biggane, NY 
Virginia Borland, NY 


SEPT. 20-22 


NEW YORK 
FASHION EXPOSE (Spring Womenswear) 
SEPT. 20-22 NEW YORK 
SHOWROOM (Spring Womenswear) 
SEPT. 22-24 LONDON 
FABREX (Fabrics) 
SEPT. 23-26 . MADRID 


SALON CIBELES (Womenswear) 


SEPT. 26-29 FLORENCE 
PRATO EXPO (Textiles, Woolens) 


SEPT. 28-30 
MODA IN (Textiles, Woolens) 


MILAN 


SEPT. 29-Oct 2 CERNOBBIO, ITALY 
IDEABIELLA (Menswear & Fabric) 


OCT. 2-5 MADRID 
EXPOCALZADO (Footwear) 

OCT. 2-5 PARIS 
PREMIERE VISION (Fabrics) 

OCT. 4-8 - MILAN 
MILANO COLLEZIONI DONNA 

Oct. 9-12 LONDON 
WOMENSWEAR DESIGNER COLLECTIONS 
OCT. 9-12 MADRID 
IBERPIEL (Leathergoods) 

OCT. 10-12 COMO, ITALY 


IDEACOMO (Textiles) 


OCT. 10-12 OFFENBACH, GERMANY 
MODEFORUM (Accessories Trade Fair) 
OCT. 14-21 PARIS 
WOMENSWEAR DESIGNER COLLECTIONS 
OCT. 16-19 MILAN 
MIPEL (Leathergoods) 

OCT. 16-19 PARIS 
PARIS SUR MODE 

OCT. 16-19 PARIS 


PREMIERE CLASSE (Accessories) 


OCT. 17-20 NEW YORK 
INTL. FASHION BOUTIQUE SHOW 


Elizabeth Fillmore, NY 
Lee Slaughter, NY/PARIS 
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